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Introduction

About this Report

As environmental, social and governance matters have become central to engagement with investors and a 
broad range of stakeholders, reporting around this subject has gained momentum. In today’s environment, 
the thoughtful communication of ESG is both a tremendous opportunity and – increasingly – a source of 
disclosure risk. 

With this in mind, ESG disclosures are advancing with great momentum and entering investor 
communications in ways not seen before. In this Thought Piece, we highlight eight current trends to 
enhance the communication of ESG matters:

1. Statement from Leadership

2. Strategy

3. Governance and Board Oversight

4. Stakeholder Engagement

5. Materiality Assessment

6. Measuring Performance Targets and Goals

7. Supplemental Carbon Reports

8. Diversity and Inclusion

Newmont Mining

Purpose-led 
Performance 
Report

2017

Report updated on January 16, 2018.

McCormick

Microsoft

Featured Reports
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Positioning for a Lower-Carbon Energy Future
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Good Food, Good Life

Nestlé in society 
Creating Shared Value and 
meeting our commitments 2017
Full report
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contributing to a healthier future
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Planning for a  
low-carbon future
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Assessing the Long-term Impact of Climate Policies on PPL
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Statement from Leadership

The letter from a senior member of leadership – most often the CEO – builds trust and accountability with 
stakeholders. It is an opportunity to present a corporate culture centered on societal issues and a company’s 
unique capabilities. Above all, the letter defines a company’s strategy to achieve sustainable, long-term 
growth while inviting stakeholders to be part of that story.

Newmont Mining

Like many companies, Newmont presents the roles 
of senior and mid-level leadership in executing 
the sustainability strategy across the organization. 
Where they stand apart is in their address from 
leadership which includes separate letters from 
the CEO and the Chair of the Board’s Safety and 
Sustainability Committee. 

https://sustainabilityreport.newmont.com/2016/overview/
chief-executives-message

https://sustainabilityreport.newmont.com/2016/overview/
message-from-the-safety-and-sustainability-committee-
chair
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The Coca-Cola Company

A hand-written letter from CEO James Quincey 
makes sustainability personal, and underscores 
the importance of consumer health. In his letter, 
Mr. Quincey aligns the perspective of the Company 
with the World Health Organization “way forward”, 
as he presents the long-term plan to reshape 
the business. 

https://www.coca-colacompany.com/content/dam/
journey/us/en/private/fileassets/pdf/2017/2016-
sustainability-update/James-Quincey-President-CEO-
Letter-2016-Sustainability-Report-The-Coca-Cola-
Company.pdf

Patagonia

Patagonia’s mission is to use the Company 
to, “inspire and implement solutions to the 
environmental crisis.” It is easy to tell that this 
is at the core of Patagonia’s culture because 
environmental activism is the primary theme of the 
letter from CEO Rose Marcario.

https://issuu.com/thecleanestline/docs/patagonia-enviro-
initiatives-2017

INTRO      HIGHLIGHTS        OUR WAY FORWARD       AGRICULTURE       CLIMATE       GIVING BACK       HUMAN RIGHTS       PACKAGING       WATER       WOMEN       INTERSECTION       PROGRESS       REPORTING

2016 Sustainability Report
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LETTER FROM THE  
PRESIDENT AND CEO

Read the full letter: 

http://www.coca-colacompany.com/stories/2016-letter-from-the-president-and-ceo-james-quincey

James Quincey 

President and Chief Executive Officer 

The Coca-Cola Company

7

We must keep fighting—
whether we’re putting points on 
the board, or playing defense—
against the endless forces 
willing to trade the long-term 
health of our planet for short-
term profit. We must counter 
and overpower those forces 
with sustained, energetic and 
strategic activism.

Tens of thousands protest the Trump administration’s 

assault on the environment at the People’s Climate 

March in Washington, D.C. ASTRID RIECKEN
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Campbell Soup Co

Campbell Soup Co outlines how they are developing 
healthier products while being more transparent 
about the supply and value chain.

http://www.campbellcsr.com/_pdfs/2018_Campbells_
CR.pdf

Strategy

Effective reporting presents clearly how a company considers environmental, social and governance risks 
and opportunities. The ESG strategy should be aligned with the purpose of the organization, and be a key 
consideration in the pursuit to provide long-term, sustainable returns.

Blackstone

Rather than applying labels such as “green”, or “sustainable”, Blackstone 
has found they have the deepest impact by framing resource reduction 
and efficiency goals into a broader mandate to improve a company’s 
operations. 

“At Blackstone, we believe that the key to improving sustainability is tying 
it to the company’s bottom line.” 

https://www.blackstone.com/docs/default-source/black-papers/sustainability-
myth-madness-and-magic.pdf?

CORPORATE RESPONSIBILITY AT CAMPBELL

STRATEGY
Our sustainability strategy reflects our Purpose to provide Real food that matters for life’s moments and our strong 
commitment to transparency in the decisions we make and the actions we take. During our annual formal strategic planning 
process in FY2017, we revised our sustainability strategy to more closely align with our value chain and to support our 
business intent to be the leading health and well-being food company. This new framework reflects how we grow, source, 
produce and share our food. 

We developed this strategy with major food industry trends in mind. Global population growth, water scarcity, climate change 
and constraints on agricultural land are placing massive strain on the food system. A growing number of people lack ready 
access to good, affordable food, while food-related health issues such as obesity and diabetes continue to rise. At the same 
time, demographic shifts are producing a base of aging consumers interested in foods that can help them manage chronic 
diseases, and a younger generation that craves food that suits their active, wellness-focused lifestyles. Both changes add 
up to an increased focus on health and well-being, and Campbell is rising to meet this demand. We are not only developing 
healthier products—we’re being more transparent about how our food is grown and produced and where we stand on issues 
that matter, like animal welfare and mandatory labeling of GMOs. 

Our Vision
We strive to build a more resilient 
food system, making real food that 
improves the health and well-being 
of the world we all share, for 
generations to come.

To lead the food industry in food 
that is ethically and sustainably grown, 
sourced, produced and shared.

Our Mission

Sourced
Ensure ethical and sustainable 

Shared
Improve stakeholder and shareholder 
value through transparency and our 
Real Food Philosophy

Produced
Promote stewardship of natural 
resources in our operations

• Climate
• Water
• Waste

• Responsible sourcing
bility

Human rights

• Resource conservation
• Farmer livelihoods
• Pesticide and fertilizer use
• Agricultural innovations

Protect natural resources 
and livelihoods on farms

• Employees
• Customers
• Consumers
• Communities

2018 CORPORATE RESPONSIBILITY REPORT 7
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Bayer

Bayer uses a dedicated website to present in detail 
how sustainability plays a role in their vision “to 
generate sustainably profitable growth and secure 
our future business success”. There is also a clear 
outline of accountability and oversight at board and 
executive levels.

https://www.bayer.com/en/sustainabilitystrategy.aspx
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Governance and  
Board Oversight

Sustainability governance is an integral part of the overall corporate governance structure and facilitates the 
integration of sustainability into business decision-making.

MATERIAL ASPECT GRI INDICATOR REPORT LINKS OMISSION STATEMENTS
SUSTAINABILITY PILLAR: PRODUCTS

Disclosure on 
Management Approach

G4-DMA Sustainability Report 
What We Believe 
A–Z Topics

Innovating More 
Nutritious Options

FP6 Percentage of total sales volume of consumer products, by product cat-
egory, that are lowered in saturated fat, trans fats, sodium and added sugars

Sustainability Report 
Saturated Fat (A–Z) 
Sodium (A–Z) 
Sugar (A–Z)

FP7 Percentage of total sales volume of consumer products, by product 
category, that contain increased nutritious ingredients like fiber, vitamins, 
minerals, phytochemicals or functional food additives

Sustainability Report 
Nutrition (A–Z)

Responsible Marketing of 
Our Products

G4-PR3 Type of product and service information required by the organi-
zation’s procedures for product and service information and labeling, and 
percentage of significant product and service categories subject to such 
information requirements

Nutrition Labeling (A–Z)

G4-PR7 Total number of incidents of non-compliance with regulations 
and voluntary codes concerning marketing communications, including 
advertising, promotion and sponsorship, by type of outcomes

Advertising and Marketing to Children (A–Z) 
Nutrition Labeling (A–Z)

Quality and Food Safety FP5 Percentage of production volume manufactured in sites certified by an 
independent third party according to internationally recognized food safety 
management system standards

Product Safety and Quality (A–Z)

SUSTAINABILITY PILLAR: PLANET
Disclosure on 
Management Approach

G4-DMA Sustainability Report 
What We Believe 
A–Z Topics

G4-14 Explanation of whether and how the precautionary approach or  
principle is addressed by the organization

To protect our business, PepsiCo takes into account environmental risks —  
as defined in the GRI definition of Precautionary Principle —  when planning 
its operations, procurement and environmental initiatives. We evaluate 
opportunities to mitigate our impacts on our surrounding environments in 
many ways, including opportunities to reduce our use of fuel, water and 
packaging. We review current and potential threats, plan for a variety of 
scenarios and act where appropriate and feasible.

Water G4-EN8 Total water withdrawal by source Water (A–Z) 
Sustainability Report 
CDP Water

GOVERNANCE
ROLES AND RESPONSIBILITIES
GOVERNANCE AS A DRIVER OF PERFORMANCE
We believe strong sustainability governance is the  
foundation for delivering on Performance with Purpose 
(PwP). At PepsiCo, sustainability topics are integrated 
into, and not separate from, our business.

ROLE OF THE BOARD OF DIRECTORS
As stewards of PepsiCo, our Board plays an essential role 
in determining strategic priorities and considers sustain-
ability issues an integral part of its business oversight. To 
align with our PwP 2025 Agenda, in early 2017, our Board 
redefined the roles of its Committees by creating a Public 
Policy and Sustainability Committee. The Committee 
assists the Board in providing more focused oversight for 
the Company’s policies, programs and related risks that 
concern key public policy and sustainability matters.

ROLE OF PEPSICO’S SENIOR LEADERSHIP
In 2016, PepsiCo reviewed its sustainability  governance 
structure to identify opportunities to strengthen the inte-
gration of PwP into its business agenda and processes. 
Beginning in 2017, the PepsiCo Executive Committee 
(PEC) assumed direct oversight of the sustainability 
agenda, strategic decisions and performance manage-
ment. The PEC is made up of the Chairman & CEO, Sector 
CEOs and top functional leaders, ensuring that sustain-
ability is a key accountability for every member of our 
senior leadership team.

Strategy and progress against our PwP goals are 
discussed during meetings of the full PEC on a quar-
terly basis. In between these quarterly meetings, PEC 
members remain actively engaged in executing against 
our PwP goals, driving the agenda with their teams.

Dr. Mehmood Khan, Vice Chairman and Chief Scientific 
Officer, Global Research and Development, oversees the 
Company’s implementation of PwP 2025 goals. Dr. Khan 
brings deep  science-based knowledge and insights to 
guide the Company’s product portfolio transformation, 
as well as an intimate understanding of the challenges 
and opportunities that lie at the intersection of food, the 
environment and people.

THEMATIC AND GEOGRAPHIC LEADERSHIP
The PEC has empowered select Senior Vice Presidents 
and Vice Presidents within the Company, referred to 
as Theme Leads, to create and oversee global strategy 
and execution for each of the PwP goals. These Theme 
Leads, selected for their subject-matter expertise, work 
with teams comprising representatives from key func-
tions and all geographic sectors to ensure successful 
implementation of processes across our businesses.

SUSTAINABILITY OFFICE
In 2016, PepsiCo formed a Sustainability Office to drive 
governance and delivery of the Company’s sustainability 
agenda. The Sustainability Office works closely with 
Theme and Functional Leads from across the business 
to ensure continued performance progress against our 
PwP 2025 Agenda. It also plays a key role in bringing 
a sustainability lens to long-term corporate strategic 
planning and key business processes, ensuring that 
PwP is always embedded into the fabric of what we do 
as a company.

Another key role of the Sustainability Office is managing 
the integrity of the data on which we report. While our 
data management process has always been rigorous, 
our PwP 2025 Agenda, with its new set of goals, was the 
right opportunity to evaluate processes, outline improve-
ments and implement enhancements to build on the 
strong foundation already in place.

A team within the Sustainability Office leads 
development of the robust data governance structure 
underpinning each of our PwP 2025 goals, ensuring 
accuracy, consistency and precision of the data, while 
driving accountability among our teams. It continues to 
work on capability to increase confidence in not only 
our internal data, but also data collected throughout our 
supply chain.

This GRI Index corresponds to sustainability information presented in 
A–Z Topics on pepsico.com, in our annual Sustainability Report and as part 
of external reporting such as our Annual Report, Proxy Statement and 10-K 
filings. Sustainability information in our A–Z Topics and Sustainability Report 
is prepared in accordance with the GRI G4 Core Guidelines and reflects 
performance in calendar year 2016. We report annually on the sustainability 
topics that were identified through our materiality determination process 
and that we believe represent PepsiCo’s economic, environmental and social 

performance. Unless otherwise noted, we use GRI-defined  indicators to 
demonstrate performance for each aspect. Indicators with “FP” correspond 
to the G4 Food Processing Sector Disclosures. Note that not all indicators 
represented in the GRI Index are disclosed fully —  in some cases, only 
partial information is included due to limited availability of information. 
Omission statements are provided where required based on the GRI G4 Core 
Guidelines. For more information on the Global Reporting Initiative and the 
GRI G4 Core Guidelines, please visit globalreporting.org.

GRI INDEX: Reporting 
Informed by GRI G4

BOARD OF DIRECTORS

PUBLIC POLICY AND SUSTAINABILITY COMMITTEEPEPSICO EXECUTIVE COMMITTEE

ROLES AND RESPONSIBILITIES

76: ROLES AND RESPONSIBILITIES DIAGRAM    B

- EXECUTION MANAGEMENT
- LOCAL MONITORING
- BEST PRACTICE SHARING

SECTOR GOAL 
LEADS

- STRATEGIC FRAMEWORK
- PERFORMANCE MANAGEMENT
- DATA INTEGRITY

SUSTAINABILITY 
OFFICE

- PwP GOAL ROAD MAP 
   OWNERSHIP
- SUBJECT-MATTER EXPERTISE
- THOUGHT LEADERSHIP 
   AND INSIGHTS

THEMATIC LEADS

70 | 71  PepsiCo Sustainability Report 2016

PepsiCo Sustainability Report 2016 + 2025 Agenda

PERFORMANCE 
WITH 
PURPOSE

2025
AGENDA

SUSTAINABILITY REPORT 2016

PepsiCo

At PepsiCo, all roads lead back to “Performance with 
Purpose”. The 2016 Sustainability Report describes 
in detail the roles and responsibilities of the Board, 
senior leadership, “thematic” and geographic 
leadership, and the sustainability office. 

http://www.pepsico.com/docs/album/sustainability-
reporting/pep_csr16_091317.pdf 
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Newmont Mining

Newmont uses well executed visuals to help the 
reader develop an understanding of responsibilities 
for sustainability issues, from the Board to site 
general managers. 

https://sustainabilityreport.newmont.com/2016/ethics-
and-governance/leadership

Cisco

In the 2017 Corporate Social Responsibility  
Report, Cisco presents in detail the  
roles and responsibilities of those  
responsible for CSR activities, including 
risk management.

https://www.cisco.com/c/dam/assets/csr/pdf/CSR-
Report-2017.pdf

Governance

Society        

Environment        

GRI Index

UNSDG Index

csr.cisco.com     |         feedback2017 CSR Report

Culture of Integrity

Governance And  
CSR Priorities

CSR Governance 
GRI 102-18, GRI 102-19, GRI 102-20,  
GRI 102-26, GRI 102-32 

SET is discussed in 
more detail  

in the Policy section 
of the Environment 

chapter.

CORPORATE AFFAIRSBUSINESS FUNCTIONS

Performance 
Measurement

Implementation

Prioritization, 
Goals, and 
Initiatives

CSR Reporting

Stakeholder 
Engagement 
and Analysis

Stakeholder 
Feedback to 
the Business

Figure 3. Cisco CSR Business Process

Figure 4. CSR Governance and Management 

Board of Directors and Audit Committee
OVERSEES CISCO'S GOVERNANCE, RISK MANAGEMENT AND CONTROLS

Supply Chain and Partners
ONGOING ENFORCEMENT OF SUPPLIER CODE OF CONDUCT

Employees
ANNUAL RE-CERTIFICATION TO CODE OF BUSINESS CONDUCT

Business Functions and Cross Functional Groups
CONDUCT DUE DILIGENCE AND IMPLEMENT POLICIES AND PROGRAMS FOR SPECIFIC CSR TOPICS

Corporate A�airs
CHAMPIONS CISCO’S COMPANY-WIDE COMMITMENT TO CSR 

PERFORMANCE AND TRANSPARENCY

Governance, Risk and Controls
CHAMPIONS ENTERPRISE RISK MANAGEMENT (“ERM”); WORKS 

ACROSS THE BUSINESS TO IDENTIFY, ASSESS, AND MANAGE RISKS.

CEO
OVERSEES ALL BUSINESS ACTIVITIES

ETC.ENVIRONMENTETHICS HUMAN RIGHTSHEALTH AND 
SAFETY

INCLUSION AND 
COLLABORATION

oversight

Functions responsible 
for CSR activities

KEY: 

CSR policies and programs

Governance         

Society        

Environment        

GRI Index

UNSDG Index

csr.cisco.com     |         feedback 242017 CSR Report

Culture of Integrity

Governance And  
CSR Priorities

We provide several ways for employees to share their 
concerns or ask questions:

 •  Speak directly to their manager, their Human 
Resources representative, or a member of the  
Legal team.

 •  Contact the Ethics Office by email at  
ethics@cisco.com, through our web form, by  
calling our global EthicsLine (available 24 hours a day 
in more than 150 languages), or by fax or mail. Figure 
2 shows a breakdown of the inquiries made to the 
EthicsLine in FY2017.

 •  Contact Cisco’s General Counsel or the Audit 
Committee of the Board of Directors.

We handle all inquiries promptly and investigate to 
the full extent necessary. Violations of the COBC 
are subject to disciplinary action up to and including 
termination of employment. We do not tolerate 
retaliation against individuals raising good faith reports 
of misconduct or allegations of policy violation.

For full transparency and integrity, the Ethics Office 
reports all cases to the Audit Committee of the Board 
of Directors, to the Executive Compliance Committee, 
and to our independent auditors. As a publicly traded 

company, we are also obligated to publicly disclose 
(to the U.S. Securities and Exchange Commission) any 
violations that could be material to our business or 
financial condition.

We expect these same considerations to apply to our 
suppliers and their employees. The Supplier Code of 

Conduct requires our suppliers to have mechanisms 
in place that allow workers to file, track, and resolve 
formal grievances. We also work through industry 
coalitions to offer people in our extended workforce 
alternative mechanisms to call attention to Code-
related issues.

Governance and CSR Priorities
Our governance policies and practices are consistent with our commitment  
to best-in-class practices.  

Corporate Governance 
Key corporate governance policies and practices 
covering the election of Directors, composition 
and charters of the Board of Directors and Board 

Committees, financial accounting policies, tax strategy, 
and the Code of Business Conduct, are available in our 
Annual Report and on our Investor Relations website. 

Risk Management 
GRI 102-11, GRI 102-21, GRI 102-29,  
GRI 102-30, GRI 102-31, GRI 102-32 

The Board of Directors, acting directly and through 
its committees, is responsible for the oversight of 
risk management across the business. This includes 
ongoing practices and programs to manage business 
risks and to align risk-taking with our efforts to increase 
shareholder value.  Find out more in our 

COBC.

Ethics Concerns
27%

Brand Protection
4%

Other (Data Privacy, Human Rights, Export Compliance)
6% Employee Relations

36%

Conflicts of Interest
15%

Policy Issues
7%

Gift Policy Violations and Related Fraud
5%

0.00 0.05 0.10 0.15 0.20 0.25 0.30 0.35 0.40

Brand Protection

Gift Policy Violations and Related Fraud

Other (Data Privacy, Human Rights, Export Compliance)

Policy Issues

Conflicts of Interest

Ethics Concerns

Employee Relations

TOP CASE TYPES FOR FY17

4%

5%

6%

7%

15%

27%

36%
Figure 2. Ethics Line FY17 Results

In FY17, the Ethics Office received 951 inquiries, including questions and requests for guidance (44%), allegations of misconduct (33%),  
and conflict disclosures (23%). We believe this demonstrates confidence in our ethics training programs and policies, as well as an 
awareness of Cisco’s commitment to business integrity. The 311 total allegations were categorized as presented in the graph.
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Stakeholder Engagement

Stakeholder engagement is an opportunity for companies to present progress and gather feedback. 
Engagement can take various forms, from day-to-day engagement to more strategic and planned outreach, 
such as surveys, forums and other forms of stakeholder dialogue.

Microsoft

Microsoft uses a CSR website to publish a 
standalone Stakeholder Engagement document 
that presents the types of stakeholders they 
engage, how they engage, and examples of results 
achieved. Microsoft shares findings and practices 
with the larger community, thereby promoting 
industry dialogue, informing public debate, and 
advancing greater progress.

https://www.microsoft.com/en-us/about/corporate-
responsibility/governance 

Newmont Mining

Newmont identifies each stakeholder group, 
key topics and areas of interest, and presents a 
description of their approach to engagement. This 
enables the reader to cross-reference the various 
stakeholder groups’ areas of interest, and navigate 
to further information.

https://sustainabilityreport.newmont.com/2016/overview/
stakeholder-engagement 
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Regular dialogue with employees, customers, investors, 
community leaders, universities, public offi  cials, suppliers, 
and third-party providers through formal and informal 
channels is essential to conducting our business, as well as 
developing and implementing our sustainability strategies.

Because of our long history, we have been engaged with many 
of these stakeholders for decades. We are always looking for 
ways to help our customers, employees, and stakeholders do 
more. That is why we maintain ongoing dialogue with a broad 
array of stakeholders — even those who may be critical of us.

We stay in regular contact with stakeholders on emerging 
sustainability issues and trends, and periodically receive inquiries 
and requests for engagement from stakeholder groups. We are 
also open to initiating new stakeholder engagement activities to 
help inform our strategy. In 2015, we convened a cross-functional 
group of internal stakeholders who have responsibility for our 
material issues to help develop a framework to focus current 
engagements and identify new opportunities. We continue to 
refi ne our stakeholder engagement strategy in 2017.

The following table summarizes the highlights of our 
stakeholder engagement on sustainability issues during 
2016. More in-depth discussions about many of these topics 
may be found throughout the Report.

1.7
Stakeholder
Engagement

102-42  |  102-43

We consider stakeholder engagement an essential aspect of UPS corporate governance. 
We are one of the world’s largest private employers; we serve millions of customers in more 
than 220 countries and territories; and hundreds of thousands of investors include UPS stock 
shares in their portfolios either directly or via mutual funds.

15

Summary of 2016 Stakeholder Dialogue and Outcomes
Stakeholder 
Group Mechanisms for Engagement Stakeholder Expectations Actions Taken

Customers -  Customer Satisfaction Survey
-  Quarterly Business Reviews 

and regular meetings
-  Market research 
-  UPS.com 
-  Social media
-  UPS sponsored events

-  Reliable service and on-time 
delivery

-  Consumer convenience
-  Innovative supply 

chain solutions
-  Streamlined returns

-  Completed U.S. deployment of our On-Road Integrated 
Optimization and Navigation (ORION) soft ware, which helps 
improve on time delivery and reliability

-  Expanded UPS My Choice® membership and the UPS Access 
Point™ network services to off er customers and consumers more 
convenience and control

-  Enhanced retail solutions portfolio by investing in Optoro, a 
technology company that helps retailers and manufacturers 
manage returns and excess inventory

-  Hosted the UPS Sustainable Connections Summit to collaborate 
with customers and other stakeholders on key sustainability issues

Active and 
Retired
Employees

-  Sustainability Ambassador 
Program

-  Business Resource Groups
-  Daily Prework 

Communications Meeting
-  Health & Safety Committees
-  Annual Employee 

Engagement Survey
-  UPSers.com and 

UPSers Connect
-  Social media
-  Union representatives
-  Joint labor-management 

committees
-  Town Hall meetings

-  Competitive pay and 
benefi ts

-  Clear communication
-  Work/life balance
-  Career and growth 

opportunities
-  Support of a diverse 

workforce
-  Eff ective off -boarding

-  Revamped high-potential employee strategy, performance 
management tools, and new employee integration

-  Redeveloped rewards strategies to attract talent and retain 
employees in the competitive job market 

-  Introduced new tools to improve training, performance 
management, and succession planning

-  Celebrated 10 years of the Women’s Leadership Development 
Business Resource Group

-  Hosted our second TED@UPS event to celebrate diverse 
UPSer perspectives

-  Held a global sustainability month to engage employees in 
UPS’s sustainability eff orts

-  Enhanced Employee Engagement Survey to be more actionable
-  Improved communications with retirees

Policymakers, 
government 
offi  cials

-  Global advocacy and 
relationship building

-  Multifaceted thought 
leadership strategy

-  Facility visits and targeted 
outreach

-  Collaborative partnerships

-  Facilitating cross-border 
commerce

-  Innovative solutions to 
congestion, noise, and 
air pollution

-  Support for infrastructure 
investment and maintenance

-  Support for a level playing 
fi eld with logistics operators 
and postal entities

-  Continued advocacy for cross-border trade and the 
development of emerging markets

-  Leveraged UPS’s real-world expertise to position as a global 
thought leader on trade and alternative fuels

-  Collaborated with city offi  cials to develop and expand 
solutions for more sustainable deliveries in urban areas

Investors -  Investor Conference earnings 
communications 

-  Shareholder meeting 
-  Annual report
-  Proxy statement 
-  Ratings and rankings

-  Return on investment
-  Continued investment in 

innovation
-  Transparent reporting with 

credible data

-  Hosted Investor Conference in early 2017
-  Added 1,250+ alternative fuel and advanced technology 

vehicles in 2016 (total fl eet of over 8,100)
-  Listed on Dow Jones Sustainability World Index for the fourth 

consecutive year and recognized at the Leadership level of the 
CDP Climate Change performance review

-  Completed deployment of ORION in the U.S.

Communities -  The UPS Foundation
-  Employee Volunteer Program
-  Community Relations 

Committees
-  Humanitarian relief events

-  Leveraging UPS expertise 
and resources to support 
humanitarian aid eff orts

-  Employee volunteerism 
and local support

-  Road safety programs

-  Delivered 468 shipments of goods to communities in urgent need
-  Deployed 10 loaned managers to provide logistics expertise to 

disaster response and resilience programs
-  Contributed more than 2.7 million employee volunteer hours 

in 2016

NGOs -  Regular dialogue
-  Topic-specifi c conferences 

and events

-  Private-sector expertise 
and resources

-  Collaboration on innovative 
solutions

-  Transparent reporting with 
credible data

-  Set new goals and KPIs, including engagement with leading 
environmental NGOs to develop goals for our global ground 
operations

-  Pioneered new solutions, including drone delivery of medicine in 
Rwanda in partnership with Gavi, the Vaccine Alliance and Zipline

-  Updated UPS’s Global Materiality Assessment in collaboration 
with BSR and other NGOs

-  Collaborated with BSR's Future of Fuels program and WBCSD's 
Low Carbon Freight and Zero Emissions Cities initiatives

Suppliers -  Top Supplier meetings
-  Supplier Diversity Program
-  Research and Development 

of alternative vehicle 
technologies

-  Leadership in testing and 
scaling alternative fuels and 
vehicle technologies

-  Capacity-building support for 
local and diverse suppliers

-  To date invested $750 million (including $100 million in 2016) in 
alternative fuel and advanced technology vehicles and fueling 
stations globally

-  Continued to support local and diverse suppliers throughout UPS

Introduction
1.7 // Stakeholder Engagement
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UPS

Engagement is a cornerstone of the UPS sustainability strategy and essential to conducting their business. 
The Company uses a tabular presentation to highlight their mechanism for engagement, stakeholder 
expectations, and actions taken as a result of feedback.

https://sustainability.ups.com/media/2016_UPS_CSR.pdf 
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Materiality Assessment

A materiality assessment identifies and prioritizes the most significant environmental, social and economic 
topics from the perspective of a company and its primary stakeholders. The result of the assessment helps 
a company create a document framework that informs stakeholders on the topics that they perceive to 
have the greatest risk or opportunity for the company. Additionally, establishing material topics can inform a 
company’s strategic approach to sustainability reporting and inform investment and innovation opportunities.

Merck

Merck highlights topics that stakeholders have 
identified as having significant financial, operational 
or reputational impact on the Company, and 
illustrates where the Merck can have a significant 
impact on society and the environment. 

https://www.msdresponsibility.com/our-approach/
materiality/
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Nestlé

Nestlé presents a matrix of their materiality 
assessment and incorporates the impact of 
issues on the Company, individuals and families, 
communities and the planet. Outcomes are 
mapped across the value chain and relevant SDGs 
(Sustainable Development Goals) to demonstrate an 
understanding of how certain issues have a wider 
impact across business partners and society. 

https://www.nestle.com/asset-library/documents/library/
documents/corporate_social_responsibility/nestle-csv-full-
report-2017-en.pdf 

BrownFlynn

BrownFlynn’s Sustainability Report walks the reader 
through the materiality assessment process. An 
interactive index identifies 18 materials topics, each 
mapped to the specific SDGs they support through 
their work. 

https://brownflynn.com/about/sustainability-
report-2015-2016/materiality-assessment-stakeholder-
engagement/material-topics-boundaries/

Materiality and the Sustainable Development Goals
We welcome the opportunity to continue contributing to the 
global agenda, first through the UN Millennium Development 
Goals (MDGs) and now the SDGs.

   Indicates where Nestlé activities under a material issue have an impact (direct or indirect) on achieving the SDGs. 
Does not indicate scale of Nestlé’s contribution.

Individuals and families

Food & Nutrition Security ● ● ● ● ● ● ● ● ●

Over- & Under-Nutrition ● ● ● ● ● ●

Responsible Marketing  
and Influence ● ● ● ● ●

Food & Product safety ● ●

Communities

Animal Welfare ● ●

Rural Development & 
Poverty Alleviation ● ● ● ● ● ● ● ● ● ●

Responsible Sourcing 
and Traceability ● ● ● ●

Women’s Empowerment ● ● ● ● ● ● ●

Business Ethics ● ● ●

Human Rights ● ● ● ● ● ●

Fair Employment and  
Youth Employability ● ● ● ● ● ● ●

Employee Safety, Health  
& Wellness ● ● ● ●

Planet

Water Stewardship ● ● ● ●

Water, Sanitation & 
Hygiene ● ● ● ● ● ●

Natural Resource 
Stewardship ● ● ● ● ● ● ●

Climate Change ● ● ● ● ● ● ● ●

Resource Efficiency, 
(Food) Waste & the 
Circular Economy

● ● ● ● ● ● ● ● ●

With SustainAbility, we undertook a mapping exercise in 
2016 to show the alignment between our material issues 
and the SDGs. This exercise helps us draw insights into 

where our activities are best placed and most able to 
contribute, both directly and indirectly, towards meeting 
the aims of the goals.
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Nestlé in society Creating Shared Value 2017

N
estlé in society

Individuals and fam
ilies

C
om

m
unities

P
lanet

O
ur reporting

13

https://www.nestle.com/asset-library/documents/library/documents/corporate_social_responsibility/nestle-csv-full-report-2017-en.pdf
https://www.nestle.com/asset-library/documents/library/documents/corporate_social_responsibility/nestle-csv-full-report-2017-en.pdf
https://www.nestle.com/asset-library/documents/library/documents/corporate_social_responsibility/nestle-csv-full-report-2017-en.pdf
https://brownflynn.com/about/sustainability-report-2015-2016/materiality-assessment-stakeholder-engagement/material-topics-boundaries/
https://brownflynn.com/about/sustainability-report-2015-2016/materiality-assessment-stakeholder-engagement/material-topics-boundaries/
https://brownflynn.com/about/sustainability-report-2015-2016/materiality-assessment-stakeholder-engagement/material-topics-boundaries/


Measuring Performance 
Targets and Goals

Communicating progress made against established goals is a key component to sustainability reporting 
because it informs stakeholders on performance, and is critical to demonstrating a company’s rigor. It is 
important to develop and report specific and measurable key performance indicators (KPIs) for all material 
issues, and to report on these metrics regularly. This enables stakeholders to monitor performance trends, 
compare a company with peers, have a line of sight into company initiatives and understand the rationale 
when program changes are made.

CORPORATE RESPONSIBILITY AT CAMPBELL

CORPORATE RESPONSIBILITY  
COMMITMENTS

CATEGORY TARGET SCOPE PROGRESS

GROWN

Agriculture

Reduce GHGs per tonne of tomatoes by 20% by the end of 2020, as  
compared to 2012

U.S. tomatoes Achieved

Reduce water use per pound of tomatoes by 20% by the end of 2020, as  
compared to 2012

U.S. tomatoes Achieved

Reduce nitrogen applied per tonne of tomatoes by 10% by the end of 2020, as 
compared to 2012

U.S. tomatoes 4%

Enroll 70,000 acres of wheat in a fertilizer optimization plan by the end of 2020 U.S. 0 acres

Source 50% (by volume) of plant-based priority ingredients from suppliers  
engaged in an approved sustainable agriculture program by FY2025, as  
compared to FY2017

Global Just launched

SOURCED

Packaging

Transition steel cans to non-BPA linings in the U.S. and Canada by  
the end of 2017

U.S. and 
Canada

Achieved

Responsible
Sourcing

Source 100% cage-free eggs by the end of 2025 Global 12%

Source 100% “No Antibiotic Ever” (NAE) chicken for diced and canned chicken 
products by the end of 2017

U.S. and 
Canada

97%

Source 100% crate-free pork by the end of 2022 Global 34%

Source 100% U.S. chicken meat that complies with higher broiler chicken welfare 
standards by the end of 2024

U.S. Just launched

Purchase 100% Certified Sustainable Palm Oil (CSPO) by the end of 2016 Global Achieved

By FY2025, responsibly source 100% of priority raw materials Global Just launched

By FY2025, 100% of priority raw materials are traceable to country of origin Global Just launched

By FY2020, measurably advance Campbell’s Supplier Diversity Program Global Just launched

By FY2020, proactively assess 100% of Campbell-owned facilities for compliance  
with Human Rights Principles

Global Just launched

PRODUCED

Climate

Reduce Scope 1 and 2 Greenhouse Gas (GHG) emissions by 25% on an absolute 
basis by FY2025, as compared to FY2017

Global Just launched

Source 40% of our electricity from renewable or alternative energy sources  
by FY2020

Global 4%–power 
sold to others

Water
Reduce water use by 20% on an absolute basis by FY2025, as compared to FY2017 Global Just launched

Waste

Reduce the amount of waste sent to landfills by 25% on an absolute basis by  
FY2025, as compared to FY2017

Global Just launched

Cut food waste in half by FY2030, as compared to FY2017 Global plants Just launched

SHARED

 
Safety

Achieve 3% decrease in recordable and lost time incidents per year with long-term 
goal of 0 incidents

Global Annual goal 
achieved

2018 CORPORATE RESPONSIBILITY REPORT 9

Campbell Soup Co

By presenting progress in a visual table, Campbell 
takes a descriptive, targeted and informative approach.

http://www.campbellcsr.com/_pdfs/2018_Campbells_
CR.pdf

Global Operations

Total number of vehicular accidents (regardless of severity) 
per 100,000 driver hours.

 

Auto Accident Frequency  

4.6% improvement over 2015 due to investments in training and 
accident-avoidance solutions.

 
2016
Goal

 
          

     2016                2015                2014                2011
Baseline

9.009.04
9.48

9.96
9.30

 

Full-Time Employee Retention Rate
Global Operations

Percent of all full-time employees who stay with our company annually.

KPI concluded with performance beyond goal due to fewer 
retirements than expected.  

2016 Goal

2016 Actual

2015

2014 91.60%

90.50%

87.50%

89.80%

89.60%

2011 Baseline

Total Charitable Contributions (in millions of USD)
Global Operations

Includes all charitablecontributions. See page 44 for
category breakdown.

Reached a record high due to United Way employee contributions, 
corporate match, and increased UPS Foundation grants.

2016 Goal

2016 Actual

2015

2014 $104.2M

$93.5M

$103.0M

$110.0M

$116.6M

 

2011 Baseline

Global Operations
Injury cases involving days away from work. This number represents 

the number of occurrences per 200,000 hours worked.
 

Lost Time Injury Frequency  

Annual improvement reflects training investments and package handling 
efficiency; shy of target due to increase in new, less experienced, employees.

 

 

                2016                2015                2014                2011
Baseline

1.751.82 1.87 1.82
1.88  

 

2016
Goal

1.5
Goals & Progress

102-15 
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U.S. Domestic Package

Energy consumption includes stationary sources (electricity, natural gas, propane, 
and heating oil) and mobile sources (gasoline, diesel, Jet-A, natural gas, and propane).

 

Energy Consumption  – Normalized  

Absolute reductions remain challenging as e-commerce grows.

 
• GJ/1,000 Packages
• GJ/US $100,000 of Revenue

 

2016                     2015                     2014

2.872.87
2.90

 

26.5726.65
26.79

2016 Goal

2016 Actual

2015

2014 0.72

0.73

0.73

0.72

0.72

2011 Baseline

Aircraft Emissions per Payload Capacity
UPS Airlines – Global Operations

Total HC, CO, and NOx emissions in kgs divided by sum of max. payload 
capacity (in thousands of kgs) weighted by annual aircraft cycles.

Replacing aircraft helped us meet this goal ahead of schedule.

Alternative Fuel & Advanced Technology Miles Driven
Global Operations

Miles driven in our Rolling Laboratory of alternative fuel and 
advanced technology vehicles.

Investments allowed us to meet this goal a year earlier than expected.

2017 Goal

2016 Actual

2015

2014 505M

1B

805M

1.18B

2000 Baseline 0

Aviation Gallons Burned per 100 Available Ton Miles
UPS Airlines – Global Operations

Gallons of jet fuel consumed for every 100 tons of capacity transported 
one nautical mile.

Increase due to higher air volume and challenges to reduce fuel intensity.
 

2020 Goal

2016 

2015

2014 6.47

6.66

6.27

6.56

6.58

 

2011 Baseline

CO2 Pounds per Available Ton Mile
UPS Airlines – Global Operations

Pounds of CO2 emitted for every ton of capacity transported 
one nautical mile.

The lack of viable alternative fuels for aviation presents headwinds 
for this goal.

2020 Goal

2016 

2015

2014 1.37

1.54

1.24

1.39

1.39

 

2005 Baseline

U.S. Domestic Package

Scope 1 and 2 CO2e emissions include stationary sources (electricity, natural gas, propane, 
and heating oil) and mobile sources (gasoline, diesel, Jet-A, natural gas, and propane).

CO2e Emissions – Normalized  

Reductions reflect ongoing network optimization.

• mT/1,000 Packages
• mT/US $100,000 of Revenue

 

2016                     2015                     2014

21.0821.2021.22  

 

1.951.971.96
 

2020 Goal

2016

2015

2014 -14.1%

0

-20%

-14.5%

-16.6%

2007 Baseline

Transportation Intensity Index
All U.S. Operations & Global Airlines

Sums our Scope 1 and 2 emissions from U.S. Domestic Package, 
U.S. Supply Chain & Freight and Global UPS Airlines.

GHG reduction strategies enabled ongoing, positive progress.

U.S. Domestic Package

Fuel consumption includes gasoline, diesel, natural gas, propane, fuel for rail 
transportation, and other third-party carriers. Packages are total of U.S. ground 

packages and air packages moved on ground.

 

Ground Packages per Gallon of Fuel  

E-commerce deliveries to homes and small businesses make this 
KPI a continuing challenge.  

2016                     2015                     2014

8.238.32
8.55

 

 

11UPS

UPS uses simple graphics to track actual 
performance against goals each year. Metrics 
range from charitable contributions and employee 
retention, to transportation related emissions and 
energy consumption.

https://sustainability.ups.com/media/2016_UPS_CSR.pdf

McCormick

McCormick takes a different approach by aligning their 
corporate goals with the United Nations Sustainable 
Development Goals (SDGs). Each goal is then broken down 
into a McCormick 2025 specific goal, and progress towards 
each goal is documented.

https://d1doqjmisr497k.cloudfront.net/-/media/corporate/
media-section/files/plp_2017_report_us_english.pdf

2017 PLP REPORT   5

PEOPLE
We are focused on serving as a champion for equality and health & wellness, among our employees and in our communities. This includes maintaining 
a high-performance culture that values the diversity and contributions of each employee, and promoting well-being through products and programs.

Our 2015 CSR report included a set of 2019 goals, many of which we’ve met and made great progress toward. In 2017, we laid out a 

series of commitments and clear performance targets for 2025. Our commitments represent a bold agenda for McCormick and will 

drive progress against the United Nations Sustainable Development Goals (SDGs). 

*2015 is the benchmark year against which we will measure our progress.

COMMITMENTS UNITED NATIONS SDGs
  
2025 GOALS*

P
E

O
P

L
E

Champion equality

5 (Gender Equality) •  30% people of color in leadership positions in the U.S.

• 50% women in leadership positions globally 

•  30% employee participation in Ambassador Groups globally
10 (Reduced Inequalities)

Educate and develop employees

3 (Good Health and Well-Being)

•  95% of all employees globally with active development 
goals in the HR system

4 (Quality Education)

5 (Gender Equality)

10 (Reduced Inequalities) 

Drive better health outcomes 

3 (Good Health and Well-Being) •  50% increase in number of McCormick Science Institute 
citations in professional literature

•  80% of employees participating in voluntary health and 
well-being programs globally

•  90% of products with improved transparency 
(non-GMO, BPA-free, organic, other)

 4 (Quality Education)

12 (Responsible Consumption and Production)
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Planning for a  
low-carbon future

Southern Company

Southern Company communicates progress towards 
achieving “an intermediate goal of a 50 percent 
reduction in carbon emissions from 2007 levels by 
2030 and a long-term goal of low- to no- carbon 
operations by 2050.”

https://www.southerncompany.com/content/dam/
southern-company/pdf/corpresponsibility/Planning-for-
a-low-carbon-future.pdf

1

2018 Energy & Carbon Summary

Positioning for a Lower-Carbon Energy Future

ExxonMobil

In response to a 2017 shareholder proposal, 
ExxonMobil published their inaugural Energy and 
Carbon Summary aimed at reducing emissions and 
global warming to 2 degrees centigrade. This report 
clearly outlines the current and future state of global 
energy requirements and the goal to achieve a low 
carbon future.

http://cdn.exxonmobil.com/~/media/global/files/energy-
and-environment/2018-energy-and-carbon-summary.pdf

PPL Corporation

PPL walks the reader through the planned migration of a portfolio that is 
primarily comprised of coal, to one that is 90% from current and new forms 
of renewables.

https://www.pplweb.com/wp-content/uploads/2017/12/Climate-Assessment-Report.pdf

PPL Corporation  
Climate Assessment
Assessing the Long-term Impact of Climate Policies on PPL

November 2017

Supplemental Carbon Reports

In the first quarter of 2018, 36 oil, gas and energy companies received shareholder proposals relating to 
climate resolutions. The following companies are among those that published supplementary reports to 
present progress and plans for the future.
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About Argyle

We are a creative communications firm offering 
end-to-end, in-house execution capabilities.

Our experienced and passionate team is 
composed of attorneys, designers, project 
managers, thinkers and web developers. We 
collaborate together around a process that 
encompasses drafting, editing, designing and 
publishing across all digital and print channels.

We are thrilled that communications prepared 
by Argyle have contributed to trustful 
relationships between our clients and their 
readers, whether investors, employees or other 
stakeholders.

In turn, our commitment to our clients has 
resulted in meaningful long-term relationships 
with some of the most respected public and 
private companies in the world.
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